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Along with the development of the above-mentioned tendency, there exsists 
social media: a new pattern of media which transmits and acquires information on 
the Internet. With the help of its high transparency, interaction and sociability 
characters, more and more people release, share, spread and get information through 
social media. Moreover, human connections established under virtual network have 
been extended quickly through it. Therefore, social media has played an increasingly 
important role in daily life. For enterprises, this is a new opportunity as well as a 
challenge of marketing without doubt. Since more and more enterprises have 
realized the importance of social media marketing, they are making great efforts to 
seek ways of changes and tactics from the perspective of strategy or marketing. 
Therefore, social media marketing has been more and more widely applied to 
product marketing. 
In virtue of classic theories of marketing communication, this thesis traces the 
evolution course of the media environment and consumer decision behavior in this 
post social media era. By observing the mainstream marketing trend is towards 
social media marketing, this thesis explores ways for socialized enterprises to 
establish marketing plans under this new trend by focusing on features of social 
media, on the basis of the existing research data and analysis of marketing cases. The 
thesis aims to constructs a basic model of social media marketing strategy, composed 
of basic principles, media mix, content design, marketing platform mechanism, 
effect assessment, etc. 
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第 1章  绪论 
1.1  研究背景 
2008 年 12 月底，中国的网民规模达到 2.98 亿，首次超过美国跃居全球第
一①，此后榜首的位置再也没有旁落。而发展至 2011 年 12 月底，中国的网民规















代表的 web2.0 变革发展十分迅速，用户注册数和用户创造内容 (User-Generated 
Content，简称 UGC)的规模都急剧膨胀，互联网成为一个具有强大生命力的有




                                                        
①  数据来源：《第 23 次中国互联网络发展状况统计报告》，中国互联网络信息中心(CNNIC)。 















2011 年大红大紫的微博、团购的发展 为迅速。 
 
表 1.1 2010-2011 年中国网民部分网络应用使用率① 
 2011 年 2010 年  
应用类型 用户规模（万） 使用率（%） 用户规模（万） 使用率(%) 年增长率 
社交网站 24424 47.6% 23505 51.4% 3.9% 
微博 24988 48.7% 6311 13.6% 296% 
个人空间 31846 62.1% 29450 64.4% 8.2% 
网络视频 32531 63.4% 28398 62.1% 14.6% 
团购 6465 12.6% 1875 4.1% 244.8% 


















                                                        
①  资料来源：根据中国互联网络信息中心(CNNIC) 2012 年 1 月发布的《第 29 次中国互联网络发展状况
统计报告》整理。 
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第 2章  社会化媒体概述 
2.1  社会化媒体 
从起源来看，“社会化媒体”的概念首先是在信息科学领域被提出的。这一





















                                                        
①  Antony Mayfield,What is Social Media,2007 
②  Antony Mayfield,What is Social Media,2007 
























视频分享(Video Sharing)、照片分享(Photo Sharing)、留言板(Message Board)、

















                                                        
①  张灵燕，电通重构网络时代的消费者行为模式，现代广告，2007.2.P92-96 
②  Kevin Glasier,An Introduction to Social Media,2008 
③  维基百科，http://cn.wikipedia.org/wiki/social_media 
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